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Preface 
An ever-increasing number of destinations have opened-up to, and invested in tourism, 
turning this industry into a key driver for socio-economic progress. Over the past six decades, 
tourism has experienced continued expansion and uninterrupted growth, despite occasional 
shocks. The tourism industry has become one of the largest economic sectors in the world. 
Many new destinations are increasingly emerging, in addition to the traditional favourites, 
including; Europe and North America. International tourist arrivals have increased from 25 
million globally in 1950 to 278 million in 1980, to 674 million in 2000, and reached 1,186 
million in 2015. Likewise, international receipts earned by destinations worldwide have 
surged from US$ 104 billion in 1980, US$ 495 billion in 2000 to US$ 1260 billion in 2015.  
 
Tourism is one of the leading industries, in terms of international trading between countries. 
In addition to receipts earned in destinations, international tourism has also generated US$ 
211 billion in exports through international passenger transport services that were rendered to 
non-residents in 2015; bringing the total value of tourism exports up to US$ 1.5 trillion, or 
US$ 4 billion a day, on average. International tourism now represents 7% of the world’s 
exports in goods and services, up from 6% in 2014, as tourism has grown faster than other 
world trade, over the past four years (UNWTO, 2017). 
 
In this light, this book provides a broad knowledge and understanding of travel marketing, 
tourism economics and the airline product.  It explains the strategic and operations 
management of the travel, tourism and hospitality industry sectors. At the same time, the 
readers are equipped with a strong pedagogical application of the political, socio-economic, 
environmental and technological impacts of tourism and its related sectors. The course 
content of this publication prepares undergraduate students and aspiring managers with a 
thorough exposure of the tourism industry. It highlights the latest trends, including; etourism, 
revenue management, travel distribution, and contemporary interactive marketing for the 
future.  
This publication is written in an engaging style that entices the curiosity of prospective 
readers. Covering both key theory and practice, it allows prospective tourism practitioners to 
critically analyse future situations and to make appropriate decisions in workplace 
environments. It explains all the theory in a simple and straightforward manner. It often 
makes use of short case studies that are carefully drawn from selected tourism businesses.  
Descriptive cases set the theory in context; as they have been purposely chosen to represent 
the diversity of the industry; ranging from small travel agents to large, full-service airlines or 
multi-national hotel chains.  
At the start of each chapter, the readers are presented with an abstract that will help them 
focus and organise their thoughts. At the end of every chapter the author has presented a 
succinct summary. This way, the readers of this book could review and retain key 
information.  
Chapter 1 introduces its readers to the subject of tourism marketing. It provides an overview 
to different aspects of the tourism product, including; accessibility, accommodation, 
attractions, amenities and ancillary services. Chapter 2 raises awareness on the rationale for 
market research in travel and tourism. It explains how it enables marketing managers to make 
better decisions in order to improve their products or services, for the benefit of their 
customers. Chapter 3 suggests that tourism businesses should consistently monitor their 
macro and micro environments as the industry is continuously changing. When organisations 
regularly scan their marketing environment, they will be in a position to deal with any 
possible opportunities and threats from the market. Chapter 4 explains how tourism firms 
may adopt segmentation strategies, targeting and market positioning. Chapter 5 provides a 
sound knowledge on the integrated marketing communications’ tools, as they play an 
important role in achieving the company’s promotional objectives. Chapter 6 sheds light on 
how tourism businesses make use of distribution channels to reach customers. Chapter 7 
illustrates how strategic planning supports management in their decision making. It suggests 
that strategic planners ought to assess their resources, competences and capabilities as they 
evaluate their strategic options in the market place. This chapter also underlines the 
importance of critically analysing and evaluating the strategic plan’s effectiveness, and to 
take remedial actions, if necessary. 
Chapter 8 indicates how pricing has become an extremely important element in the marketing 
mix. It outlines the pricing strategies that are usually employed in the travel industry, 
including; prestige pricing, penetration pricing; cost-based pricing; differential pricing and 
uniform pricing. Chapter 9 suggests that pricing and revenue management systems stimulate 
demand from different customers to earn the maximum revenue from them. It clarifies how 
this discipline involves using price optimisation strategies that align the right products to each 
customer segment.  Chapter 10 describes the airlines’ products and their constituent parts. It 
posits that the products’ tangible and intangible elements must be customised and developed 
so that they attract various segments from different markets. Chapter 11 explains how the 
schedules plan is integrated into the airlines’ corporate plan as it involves an evaluation of the 
financial implications arising from the fleets’ requirements and their chosen route networks. 
It clarifies how the schedules planning process must be drawn up to satisfy a number of 
conflicting objectives. Chapter 12 reports how the airlines’ marketing policies are affected by 
costs, which could influence the airline’ levels of service and long-term profitability. It 
provides a detailed overview of the airlines’ direct and indirect operating costs.  
This comprehensive book is unsurpassed in readability and breadth. It allows its readers to 
acquaint themselves with key issues in travel marketing, tourism economics and the airline 
product. It is primarily intended to undergraduate and / or vocational students in tourism 
(including tourism management, hospitality management, airline management and travel 
agency operations). It is also relevant to airline employees, hoteliers, inbound / outbound tour 
operators, travel agents and all those individuals who are willing to work within the tourism 
industry. Course conveners in higher education institutions could use this textbook as the 
basis for insightful class discussions. 
Mark Anthony Camilleri, Ph.D. (Edinburgh) 
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